This study focuses on examining the influence of firm-specific and environmental characteristics on the marketing performance of International Joint Ventures (IJV) in Thailand. Studied is the influence of these characteristics on overall performance perceptions, economic performance and strategic marketing output performance objectives. The data for the study were collected from a self-administered mail survey in Thailand. The critical determinants of IJV marketing performance in Thailand were identified as the adaptation of marketing mix strategy, market characteristics and the IJV's market orientation.
Introduction
In the international business literature there have been studies conducted to identify determinants of International Joint Venture (IJV) performance in general (e.g. Cullen et al. 1995, Lee and . There is also a body of marketing research that is largely focused on firms involved in direct or indirect exporting and their marketing performance (e.g. Cavusgil and Zou 1994 , Chetty and Hamilton 1993 , Dominguez and Sequeira 1993 . However, the literature does not adequately cover the issues relating to the marketing performance of IJVs. To combat this Schaan (1983) suggested that, "More research is needed to identify other factors which may be important in explaining JV success" (p.344). Whilst this call was suggested in 1983 this is still a relevant comment today and one that drives this study. The study focuses on issues related to the determinants of IJV marketing performance and their relative significance.
International Joint Venture Developments
An IJV is defined as an equity sharing arrangement in which a foreign corporation and a local firm (either private or government owned) pool their resources, share risks and operational control to operate an independent business unit on a continuous basis for profit and/or to achieve other strategic objectives (Geringer and Hebert 1991) . Interestingly, the IJV market entry mode represents two opposing trends, firstly, it is becoming increasingly popular as a mode of market entry and expansion (Makino and Beamish 1998, Vanhonacker and Pan 1997) . In recent years an increasing number of global corporations have become involved in IJVs at home and overseas. The composition of firms adopting the IJV entry mode covers many sectors, industries, and product groups (Griffith et al. 2001 ). Secondly, for over a decade IJVs have been shown to be a fragile entity, where it has been repeatedly argued that the failure rate of IJVs is above thirty percent, and it is often markedly higher compared to other alternative forms of market entry and operation (Makino and Beamish 1998) . The significance of a robust growth trend is somewhat overshadowed by the incidence of high failure (Makino and Beamish 1998, Yan 1998 ) and JV failure is often costly and extremely frustrating for both partners (Cullen et al. 1995) .
Country Contexts for IJV Research
Brunei, Vietnam, Laos and Myanmar. IJV's in South East Asia are an important dimension of contemporary business, for example, Thailand is important because of its: (i) strong economic growth, (ii) investment boom since 1980, and (iii) its importance as a future market for Australian companies (Stier and Mills 1994) . Prior to the economic and political crisis of 1997 Thailand had seen economic growth rates averaging between 8% to 10% for the previous ten years and solid foreign investment, especially in the area of IJVs (Economist Intelligence Unit 1994) . After the economic crisis of 1997, Thailand experienced a major recession with economic growth rates declining to 0.6% and 0.1% for 1997 and 1998 respectively (Far Eastern Economic Review 1998a and b) . Since then Thailand has experienced marked improvement in the economy achieving growth rates of 4.0% and 6.6% for 1999 and 2000 respectively (Far Eastern Economic Review 2000) indicating the economy had a made significant recovery. A similar performance for the Thai economy is predicted for 2001 with economic growth of around 6.1% being predicted, indicating consumer confidence and foreign direct investment (FDI) was returning, especially after Thaksin Shinawatra's electoral win in 2001 which boosted the Thai Stock Exchange by 7% (Far Eastern Economic Review 2001a) . The consequence of this positive investment environment is that it will provide an ideal economic climate for the future growth in IJV activity (Economist Intelligence Unit 1994).
For those companies considering foreign investment, Thailand still has all the ingredients to provide foreign investors with a strong and stable investment climate. Consequently, understanding the factors that influence the performance of IJVs in Thailand will be critical to the long-term future success of those relationships.
IJV Theory and Application
There are a number of overriding economic and political reasons for the rise in the popularity of IJVs. A number of researchers (Beamish and Inkpen 1995 , Blodgett 1991 , Tallman and Shenkar 1994 have identified a variety of reasons behind Multinational Corporations' (MNCs) decisions to enter into IJV agreements. These include the characteristics of foreign markets, such as, access to suitable distribution channels, sharing heightened economic and political risks in new business ventures, government pressure and technology transfer (Makino and Delios 1996, Johnson et al. 2001) .
From a foreign corporation's perspective, an IJV offers the opportunity of entering promising new markets where other forms of market entry (e.g., as a whollyowned subsidiary) may be barred. Other country markets may be characterised by less formal barriers to entry and foreign firms may find it difficult to penetrate these markets without local expertise. As such, a joint venture partner may provide the know-how or established local distribution channels through which to market the new product (Beamish 1993) . Inaccessibility to distribution channels has been widely cited as a reason behind the failure of many IJVs (Makino and Delios 1996, Yan 1998) . The use of the IJV as a foreign market entry mode has also helped in reducing the significant political and economic risks generally associated with foreign projects (Johnson et al. 2001 ).
Access to modern and up-to-date technology is widely recognised as the principal reason why local firms in developing countries enter into JV arrangements with corporations from developed countries (Beamish 1993, Beamish and Delios 1997 ). IJV's provide foreign partners with quick and easy access to new markets by leveraging the local partner's market knowledge and local networks that help reduce risks and increase revenue (Simonin 1999) . In return, foreign partners bring technology and capital (Inkpen and Beamish 1997) . Failure to deliver to the IJV the technology initially promised could cause the local partner not to provide all of the local market knowledge needed to succeed in the foreign market. Furthermore, according to Blodgett (1991) , if the firms elect to form a joint venture, then the problems usually associated with markets are transferred inside the joint venture and confined to the participating firms instead of to the universe of market participants. As such, technology transfer or lack thereof, can be deemed a market characteristic because of the special relationship between participants in a specific market Delios 1997, Yan 1998 ).
Governments may not actually require joint venture participation by MNCs, but government pressure for local participation usually exists in some form via the choice of suppliers, the choice of markets, the repatriation of profits, etc. (Makino and Delios 1996 , Osland 1994 , Yan 1998 . Government pressure is the direct or indirect imposition of restrictions on foreign investors by a host country government (Blodgett 1991) . Indeed, one of the principal market characteristics frequently cited as influencing IJV performance is the policies of host country governments. Frequently, when a developing country is involved, government pressure may lead a foreign corporation to take on a local partner (Yan 1998, Yan and Gray 1994) . The host country government may also exercise influence over the choice of suppliers and over marketing, once the venture is established (Osland 1994) . Or it may impose exchange controls, which can have an important impact on an IJV's reinvestment, financing and repatriation decisions (Beamish 1993, Yan and Gray 1994) . As a result, laws or pressure from the host government can play a significant role in the marketing performance of the IJV. Given the significance of markets and their nature it is hypothesised that:
H1a: The marketing performance of IJVs in Thailand will be negatively influenced by market characteristics.
Along with market characteristics, partner relationships or synergy is an important consideration in marketing performance. Organisational synergy is the match or congruency between partners in a JV. That is each firm in the venture offers and contributes complementary and congruent skills, abilities and resources. Organisational synergy in an IJV occurs when the conflict that has occurred between the partners as a result of each partner's desire for greater control over the IJV (Ding 1997) is harmonised through the relationship commitment of the partners (Lin and Germain 1999) .
Harmonisation of conflict requires that parties reach satisfactory compromises when disagreements occur (Gundlach et al. 1995) . A committed party is likely to give the goals of the relationship a higher priority than its own goals and forsake majority control. For example, when commitment is high, parties are more likely to work through difficult times together, show flexibility in accommodating each other, develop social bonds beyond singular commercial concerns, and search for mutually satisfactory solutions to emerging disagreements (Spekman et al. 1996) .
Relationship commitment exists when an exchange partner believes that "an ongoing relationship with another is so important as to warrant maximum efforts at maintaining it" (Morgan and Hunt 1994: p. 23) . When parties are committed to the relationship, cooperation evolves from "commitment to cooperation in its own right" (Buckley and Casson 1988) . Committed parties tend to reduce their opportunistic tendencies and there is less need by either party for majority control over the IJV (Sohn 1994) . As such, a committed relationship is likely to be more effective, because the transaction costs associated with managing the relationship will be lower. Therefore, relationship commitment should have a positive effect on IJV performance (Sarkar et al. 1997 ).
JVs offer a unique opportunity of combining the distinctive competences and the complementary resources of participating firms. Such combinations provide a wide range of benefits -benefits that neither participant might be able to attain on their own (Makino and Delios 1996, Osland 1994 ). However, the benefits associated with IJVs are counterbalanced by a wide range of problems. The failure rate of IJVs, in general, is high (Makino and Beamish 1998, Yan 1998 ). The problems in IJVs are heightened when the partners are of different nationalities and cultures and when collaboration occurs at the base of each firm's competitive advantage (Geringer and Hebert 1991) . More specifically, some of the main problems include desire for control, transfer pricing conflicts, commitment of the partners, differences between the partners concerning marketing and significant differences in the major goals of the parties (Ding 1997 , Johnson et al. 2001 ). Hence it is hypothesised that:
H1b: The marketing performance of IJVs in Thailand will be positively influenced by the organisational synergy of the partners.
Another related area of difficulty for IJVs involves the differences between the partners on marketing-related issues (Ding 1997, Calantone and Zhao 2000) . A JV between a foreign corporation and a local firm can fail because of differences between the parties about marketing policies and procedures (Ding 1997 , Simonin 1999 . Many highly market oriented foreign corporations try to avoid IJVs. However, when they do enter into them because of the requirements of host governments (Barkema and Vermeulen 1997, Vanhonacker and Pan 1997) , they strive to adopt their own marketing systems, based upon product differentiation, aggressive promotion and emphasis upon trademarks and brand names (Cavusgil and Zou 1994) . They consider control of the elements in the marketing mix in a JV crucial in their type of business (Calantone and Zhao 2000, Ding 1997) . Having a dissimilar experience in their own country, the local partner may strive to adopt different marketing programs and procedures (Barkema and Vermeulen 1997) . As a result, the partners may encounter serious conflicts in marketing management which result in stalemates in decision making and, ultimately, failure of the IJV (Lewis 1990) . Therefore, the market orientation of senior management is a key ingredient impacting on IJV marketing performance and success and as such it is hypothesised that: The more internationally competent a firm is the more likely it is that standardisation alone will not lead to optimal results. A competent firm, because of its international experience knows the differences in environmental conditions and is more likely to select the most attractive market for the venture and adapt the marketing strategy to accommodate the specific needs of the market. An inexperienced firm seeks the closest match between its current offerings and foreign market conditions so that minimal adaptation is required (Douglas and Craig 1989) . When a product can meet universal needs, a standardised strategy is facilitated (Cavusgil and Zou 1994) , however, if a product only meets unique needs, greater adaptation of product and promotion will be required to meet customers' product use conditions (Cavusgil et al. 1993) . Also, when a culture-specific product is exported to a foreign market, the cultural base on which the product is developed may not match the cultural base in the foreign market. To be viable, the product must be adapted to the cultural requirements of the foreign market (Cavusgil and Zou 1994) . This suggests that an adaptation strategy is likely to lead to better marketing performance results than a standardised strategy and as such it is hypothesised that:
H1d: The marketing performance of IJVs in Thailand will be positively influenced by marketing mix strategy adaptation.
The measurement of IJV performance has been plagued by controversy with arguments that traditional financial indicators, such as profitability, sales and market share, may not adequately reflect the extent to which the IJV has achieved its strategic objectives (Yan and Gray 1994) . The underlying belief in using the financial indicators of profitability, sales and market share to measure IJV performance is that the IJV organisation structure is an organisation structure like any other and should be evaluated accordingly, namely, in financial terms (Calantone and Zhao 2000) .
Another means of conceptualising IJV performance is based on the achievement of strategic objectives. The main thrust here is that firms often have a set of strategic objectives, as well as financial goals, for establishing an IJV. This view holds that the attainment of strategic objectives such as product/service quality, being competitive or a strengthened strategic position should be considered an integral part of IJV performance (Ding 1997) .
Still another conceptualisation of IJV performance advocates the use of perceptual measures of performance. The logic behind this conceptualisation is that being satisfied with the IJV's performance is a strong indication of success (Lin and Germain 1998) . Perceptual measures of a parent firm's satisfaction with an IJV's performance have been used by many researchers (Ding 1997 , Griffith et al. 2001 , Lee and Beamish 1995 , Lin and Germain 1998 . As is evident, there are many ways to evaluate performance, and few indicators are widely accepted (Yan and Gray 1994) . It is argued here that not all performance measures will be impacted to the same degree by internal organisational characteristics and external marketplace characteristics and as such we hypothesise that:
H2: Market characteristics, organisational synergy, the market orientation of senior management, and marketing mix strategy adaptation will differentially affect economic performance, strategic marketing performance and satisfaction with IJV performance.
The foreign corporation and the local partner in an IJV may have significant differences in their goals. These differences could be due to the size and type of companies involved; their particular business, industry, and products; their international and other experience, and other factors (Douglas and Craig 1989 , Dymsza 1988 , Geringer and Hebert 1991 , Vanhonacker and Pan 1997 . For example, a foreign corporation may desire to enter into a viable operation through an IJV that will yield a target rate of return on investment in the medium and long term. Therefore, it strives to reinvest a substantial portion of earnings in the venture in order to expand the operation and increase its return over this time horizon. The local partner, on the other hand, often enters into the IJV to earn a good immediate rate of return on its investment. Therefore, it strives for maximum pay-out of dividends. As a result of these differences, partners may experience a stalemate that could interfere with the successful management of the business (Dymsza 1988) and as such it is hypothesised that:
H3: Internal characteristics, perceptions of the environment, and performance indicators will differ across industry type and country of origin of the IJV partner.
The problems associated with IJVs are significant and contribute substantially to the frequent demise of such ventures. This study addresses this issue, identifying the key factors determining IJV marketing performance in a developing country.
Research Design
The study was based on the development and administration of a self-administered mail survey. The questionnaire was finalised after a pre test by personal interviews Determinants of International Joint Venture in 10 IJVs located in Thailand. The final questionnaire contained a list of statements relating to the factors influencing the marketing performance of IJVs in Thailand and a list of measures of marketing performance. To ensure valid and reliable measures, questionnaire development followed several steps. First, the relevant literature was reviewed to identify existing measures of the constructs. Second, to ensure content validity, several IJV experts reviewed the questionnaire and provided input for revision. Third, the questionnaire and covering letter were translated into Thai and then back-translated into English following the procedures outlined by Douglas and Craig (1983) . The use of only two languages reduced the potential for errors resulting from multiple translations of the questionnaire. Minimising the diversity of languages also helped ensure construct equivalence and data comparability (Johnson et al. 2001) . During these stages, the potential influence of Thai cultural tendencies on questionnaire responses was addressed. Fourth, the Thai and English versions of the questionnaire were pre tested by personal interviews with the Managing Directors of 10 IJVs located in Thailand. In the pre test, the measures performed consistently, suggesting only minor refinement for the final version of the questionnaire. A major emphasis in all steps was on ensuring that the constructs being investigated were culturally equivalent and not bound to any particular culture.
To reach the most knowledgeable key informants, the questionnaire was directed to the Managing Director of the IJV. From the results of the pre-test, it was expected that the Managing Director would be the person most knowledgeable about the organisation's marketing performance. In cases where the Managing Director was not directly responsible for the organisation's marketing function it was expected that the Managing Director, as Chief Executive Officer, would re-direct the questionnaire to the appropriate executive within the organisation.
The questionnaire (in English and Thai), together with a covering letter and instructions, was mailed to a sample of 831 IJVs selected at random from the list of IJVs provided by the Thai Board of Investment (BOI 1996) . The IJVs studied came from a wide cross-section of industries, including agriculture, mining, light industries, metal working, electronic, chemical, and services. After a follow up with a second round mailing 161 questionnaires were returned, accounting for an effective response rate of 19% and considered to be adequate (Groves 1990 ). This rate compares favourably with others from similar studies - McDougall et al. (1994) with 11%; Zairi and Sinclair (1995) with 13%; and Koch and McGrath (1996) with 6.5%.
The next procedure was to check for non-response bias. An 'extrapolation procedure' was used to assess nonresponse bias. This assumes that the groupings of actual respondents by an identified criterion are similar to the 'theoretical' non-respondents (Armstrong and Overton 1977) . Frequencies and independent t-tests were used to determine whether significant differences existed between the sample of 161 Thai-Foreign IJVs and the target population of 831 Thai-Foreign IJVs based on the classification criterion of equity participation of the principal foreign partner. With the exception of the equity participation grouping of "between 50% and 59%" no significant difference was identified between the sample and the target population for this classification variable.
Operationalising the Constructs Marketing Performance of IJVs:
The responses to the set of statements designed to measure the marketing performance of IJVs in Thailand were scored from 1 to 7 (extremely dissatisfied to extremely satisfied). Using the literature and the pre-tests of the research instrument, objectives for establishing an IJV were preset in the research instrument that corresponded with each of the measures of marketing performance. These objectives were designed to measure economic performance and strategic marketing output performance. Towards the end of the research instrument, respondents were asked to indicate the relative importance attached to each objective by allocating a constant-sum (100 points) to the individual objectives proportional to their importance. The extent to which the initial objectives were achieved were computed as the weighted sum of the importance of the initial objectives. The two indicators were summed into a composite scale for measuring the marketing performance of IJVs in Thailand. Economic performance was measured via respondents' satisfaction with sales and market share objectives. Strategic marketing output performance was measured via respondents' satisfaction with the achievement of strategic objectives such as product/service quality, technological superiority, price competitiveness and the satisfaction of customer expectations. Respondents also indicated their overall level of satisfaction with the marketing performance of the IJV on a 7-point rating scale (1 = extremely dissatisfied to 7 = extremely satisfied). questionnaire to measure specific market characteristics, such as the adequacy of the supply of capital resources and raw materials to develop the Thai market. There were effectively drawn from Beamish and Banks (1987) , Osland (1994) and Yan (1998) . The availability of distribution channels was also included in the questionnaire to contribute to the construct of market characteristics and was drawn from Jacque (1986), Makino and Delios (1996) and Beamish (1993) . The knowledge of Thai business practices by at least one of the foreign partners was also included and this was adapted from Blodgett (1991) with further support by Osland (1994) . The transference of much needed new technology was drawn from Lecraw (1984) , the influence of host country government intervention came from Beamish (1984 Beamish ( , 1993 and the influence of industry price competition was adapted from Cavusgil and Zou (1994) . High scores implied lack of capital, resources etc and low scores implied such characteristics are present.
Organisational Synergy: Organisational synergy is a variable comprised of conflict, commitment and control. The theoretical perspective adopted here is that the greater the control by the foreign partner the higher the conflict between the partners and the lower their commitment to the IJV (Lin and Germain 1999) . The conflict between a foreign corporation and a local partner to control major policies and decisions constitutes a major reason for the failure of certain IJVs (Ding 1997) . From all of the literature, cooperation seems to be a core condition for success in a venture (Spekman et al. 1996) . Lin and Germain (1999) argued that the greater the cooperation between the partners, the greater their commitment to the venture. Partner commitment to the venture reduces the foreign partners' need for majority control (Sohn 1994) . By reducing their control through a reduction of equity in the venture the foreign partner is providing greater incentive for the local partner. Thereby, reducing the likelihood of conflict between the local and foreign partners over divergent goals (Ding 1997) , with high scores implying high synergy and low scores implying less synergy.
Conflict: This was measured via statements that tapped the extent of manifest conflict between the IJV partners and was adapted from Habib (1987) . The statements assessed the conflict between the partners over the roles and functions performed by each of the partners, the staffing policies for the IJV, and the terms and conditions of the IJV contract. Commitment: A construct measured via items adapted from Lee and Beamish (1995) . These items measured the commitment to the IJV by the foreign parent and the IJV partners' capital and resource contributions. Organisational Control: This was measured via statements adapted from Dymsza (1988) , tapping the control by one partner over the other partners in the IJV organisation. These statements measured transferring a large proportion of the IJV's outputs to a parent company and sourcing much of the input needs of the IJV from a parent company. Managerial Control: This measured the extent of managerial control exerted by one of the partner's over the IJV entity (see Yan 1998) .
Marketing Mix Strategy Adaptation:
The marketing mix strategy adaptation variable, as with organisational synergy, is a composite variable comprised of product characteristics, firm-specific characteristics and adapting to foreign market needs (see Cavusgil and Zou 1994) . It was designed to incorporate the key aspects of the marketing mix strategy that had to be adapted to accommodate the peculiar requirements of the Thai market.
Product Characteristics: This measured specific product characteristics and were adapted from Cavusgil and Zou (1994) . The product characteristics included the stage of the product life cycle the products/services are in, the level of product/service adaptation required; consumer familiarity with the IJV's products/services, promotional strategy standardisation and, the culture-specificity of the product/service. Adapting to Foreign Market Needs and Firm-Specific Characteristics: were borrowed from Cavusgil and Zov (1994) .
Market Orientation: This was measured via statements concerning how regularly senior management contacts customers to determine their needs, how frequently the IJV conducts research among its customers and how regularly the IJV attempts to assess the impact that the prices of its products/services have on customer expectations. These statements were adapted from Pitt and Jeantrout (1994) , with high scores implying strong market orientation and low scores implying weak orientation.
As all scales were sourced from the existing literature and validated in the pre-test they were considered to possess content and face validity (O'Cass 2001). To examine the psychometric properties of each construct an exploratory factor analysis with varimax rotation was conducted. All items loaded onto their appropriate factors and all factor loadings ranged between .5 and .8 for the factors (see Table 1 ). All constructs showed acceptable reliability, with Cronbach's Alpha of .6 or greater (Nunnally 1978) . The analysis of the scales
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showed that all the multi-item measures factor loadings were > .5 and all loadings were found to be statistically significant at p < .05 and no cross loadings > than .4 were identified. Following this all items within each construct were then computed into composite variables to test the hypotheses. Mean factor scores were obtained for the composite variables, the factors and performance measures. To assess the discriminant validity we followed the arguments of Gaski (1984) which suggest that if the correlation between two composite constructs is not higher than their respective reliability estimate, then discriminant validity exists. The results indicated that using this criteria all reliability estimates (Cronbach's alpha) were greater than their correlation.
Results
Prior to analysing the data to test the hypotheses, examination of the characteristics of the IJV respondent firms of the sample was carried out. As indicated in Table 2 this is achieved by analysing the country of origin of the principal foreign partner, the equity percentage of the principal foreign partner, the year the IJV was formed and the industry classification of the IJV.
Analysis of these characteristics indicated that for country of origin of the principal foreign partner (see Table 2 ) the three largest contributors of IJVs in Thailand have been Japan, Western Europe, and the Newly Industrialised Economy (NIE) of Taiwan. This is consistent with trends in FDI during the same period (Julian 2001) . Japan provided almost half of the principal foreign partners for the study. Examination of the data indicated that 64% of the foreign partners held less than 50% equity in the IJVs. The results also indicated that the majority (75%) of IJVs were implemented post 1985. This can be explained by economic growth rates in Thailand between 1986 and 1995 averaging between 8 to 10% annually. Furthermore, Thai Government policies were generally favourable towards the IJV form of FDI during this period (Stier and Mills 1994) . In this period there were restrictions placed on FDI in Thailand (Baker and McKenzie 1993) and those wishing to participate in the booming Thai economy were restricted in the investment alternatives available and the IJV was the principal FDI alternative available to foreign investors.
Also the IJVs were found to be evenly spread across four industry groupings, including Agriculture (with 24%); Metal-Working Industries (with 21%); Chemical Industries (with 19%); and Electrical Industries (with 17%). These accounted for 80.7% of IJV activity in the sample. This is significant in that the results can only be applied to these industries. Table 3 , mean scores and standard deviations for all performance measures suggest that the respondents were satisfied with the economic and overall performance of their IJV together with the strategic outputs that were produced. However, the respondents were more satisfied with the overall performance of their IJV and the strategic outputs that were produced than they were with the economic performance of the IJV. The overall performance and strategic output measures had means and standard deviations of 4.9 and 1.3, and 4.8 and 0.9 respectively, the mean for economic performance (sales & market share) was 4.6 (SD -1.4).
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Testing of Hypotheses
To test hypothesis 1 a regression analysis was conducted to examine the effect on the overall marketing performance of IJVs by market characteristics, organisational synergy, market orientation, and marketing mix strategy adaptation. As indicated in Table 4 (Model 1), the results showed these four sets of variables were all significant (p<.05) and explained 15% of the variation in overall marketing performance. These results support hypotheses H1a, H1b, H1c and H1d.
Having identified the key factors influencing the marketing performance of IJVs the next step was to differentiate between the performance categories.
Hypothesis 2 focused on the belief that market characteristics, organisational synergy, the market orientation of senior management and marketing mix strategy adaptation will differentially affect economic performance, strategic marketing output performance and overall satisfaction with performance. To test this a regression analysis was conducted to examine the effect on economic performance (sales & market share) of the four sets of variables. The results presented in Table 4 (Model 2) account for 6% of the variation in the economic performance of the IJVs, with an F statistic of 2.44 (significant at p < .05) indicating that the independent variables explain a small amount of the variation in economic performance. The results also show that only market characteristics (significant at p<.05) had a significant influence on the economic performance (sales and market share achieved) of IJVs.
The final regression analysis conducted examined the effect on strategic outputs by market characteristics, organisational synergy, market orientation and market- Inaccessibility to suitable distribution channels.
Shortage in the supply of necessary capital resources.
Shortage in the supply of necessary raw materials.
A lack of knowledge of Thai business practices.
The intensity of price competition.
Inadequate up-to-date technology in the market place.
Thai Government intervention into the operation of the IJV. Disagreements between the partners over the IJV contract.
Disagreements over attempts to change the IJV contract.
Disagreements over the IJV's hiring policies.
Disagreements over the roles to be performed by each partner.
At least one of the IJV parents considered the contract unfair.
A large proportion of the IJV's output were transferred to a parent company.
Much of the input needs of the IJV were sourced from a parent company.
Lack of effective control over the IJV by any of the parents.
The IJV parents were willing to commit key senior management people to the IJV.
The foreign parents were willing to find special skills required by the IJV in the foreign parent firm.
The foreign parents were willing to regularly visit the IJV and offer assistance.
The level of product/service adaptation required.
Lack of familiarity by consumers to the IJV's products/services. Table 4 (Model 3) indicates that these variables together explained 12% of the variation in strategic outputs performance. The results also show that only market orientation (t-value 2.58, p < .05) and marketing mix strategy adaptation (t-value 2.56, p < .05) had a significant effect on the strategic output performance. Table 5 provides a summary of the results of the three regression analyses undertaken for Hypotheses 1 and 2. This enables differential effects to be considered. As can be seen, the marketing performance of IJVs in Thailand is significantly influenced in a negative direction by market characteristics and organisational synergy. This indicates that the lack of distribution channels, capital resources, raw materials, knowledge of local business practices together with the intensity of competition, Thai Government intervention into the operation of the IJV and inadequate up-to-date technology all had a detrimental effect on the marketing performance of IJVs. Additionally, organisational synergy between the partners was not evident with conflict between the partners contributing to a lack of commitment and poor performance. The results also indicate that marketing performance was significantly and positively influenced by marketing mix strategy adaptation and market orienta- The level of promotion adaptation required.
The lack of familiarity by consumers to the IJV's products/services.
The culture-specificity of the product/service.
The age of the IJV's products/services.
The foreign parents were committed to the IJV.
The unit value of the IJV's products/services.
The uniqueness of the IJV's products/services.
Customer expectations of the product/service are a measure against which the IJV evaluates its performance.
The foreign parents of the IJV were willing to adapt the products/services of the IJV. The IJV frequently conducts research among its customers.
The IJV regularly contacts customers to determine their needs.
The IJV regularly assesses the impact of the prices of its products/services on customer expectations. tion. This was evident in that higher levels of adaptation of the IJV's strategy to accommodate the needs of the local market, and greater levels of market orientation by senior management, meant better levels of IJV marketing performance. Furthermore, these characteristics differentially affect overall performance, economic performance and strategic marketing output performance, although only directional support is evident.
Hypothesis 3 focused on the belief that internal characteristics, perceptions of the environment, and performance indicators differ across IJV industry type and country of origin of the IJV partner. To examine this a series of analysis of variances were computed using industry type, country of origin of the principal foreign partner, equity percentage of the principal foreign partner and year established as the independent variables, and market characteristics, marketing mix adaptation, market orientation, organisational synergy and performance indicators as the dependent variables. The results indicated no significant difference except for year established by economic performance and market characteristics by industry type.
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Australasian Marketing Journal 10 (2), 2002 Differences over time were found for the impact on IJVs on economic performance. The mean for economic performance for those established between 1986 to 1990 was 4.5 and for 1991 to 1995 was 3.6 (range 1 to 7), significant at .05. Also differences over time were found for the impact on market share/sales. The mean score for market share/sales for those IJVs established between 1971 to 1980 was 5.0 and those established between 1991 to 1995 was 3.6, significant at .05. Also differences were found on this variable for IJVs established between 1986 and 1990 with a mean of 4.8 and those established between 1991 to 1995 with a mean of 3.6, significant at .005. Differences were also found between industry type, for primary industry and manufacturing. The difference was found in market characteristics with market characteristics for primary industry IJVs having a mean score of 4.5 and for manufacturing IJVs market characteristics had a mean score of 3.7, (significant at .05).
Except for these differences the perceptions of internal, external and performance indicators did not differ for the year the IJVs were established, the equity percentage of the principal foreign partner, the country of origin of the principal foreign partner or the industry and, as such, H3 was only partially supported.
Discussion and Limitations
The study focused on examining market characteristics, organisational synergy, market orientation and marketing mix strategy adaptation as determinants of marketing performance. It is important for the management of any company to be aware of these factors when contemplating an IJV of any magnitude in a developing country. The results of the study indicate that it is important for managers of IJVs to be aware of the market characteristics of a foreign market that can influence a firm's marketing performance. Availability of capital resources, raw materials and distribution channels; transfer of upto-date technology; knowledge of local business practices; and knowledge of industry competition are important for the successful marketing performance of IJVs at least in a Thai context. Companies intending to enter into an IJV arrangement in Thailand need to ensure the availability and existence of the above if they are to succeed in this market.
As far as organisational synergy is concerned, the results indicate that it is important for managers of IJVs to minimise the transference of the IJV's output to a parent company and to minimise the sourcing of the IJV's input needs from a parent company for marketing performance success. Furthermore, it is important for managers of IJVs to minimise the inter-organisational conflicts in order to improve the IJV's marketing performance. The compatibility and synergy between partners in an IJV is important and does effect overall performance. Joint In relation to market orientation, results show that market orientation must be with reference to senior management's knowledge of its customers. That is, for senior management to understand what its customers expect from its products and services and for senior management to be in regular contact with its customers. Senior management needs to be market oriented when operating in a foreign market to ensure successful marketing performance of their IJV. Finally, in relation to marketing mix strategy adaptation, the findings indicate that managers of IJVs should make efforts to adapt their products/services to meet the needs of the local Thai market, thus improving their chances of success. Specifically, product/service adaptation, promotion adaptation, consumer familiarity with the product/service, stage of the product life cycle, culture specificity of the product/service and product/service differentiation require management's attention. IJV managers must be aware of the importance of adapting the IJV's products /services to meet the needs of the local Thai market and refrain from opting for globally standardised options.
The major limitation of the study centred around single versus multiple respondents. The most basic issue in IJV performance evaluation is the question of whose performance to assess. Parents have their own objectives in creating IJVs, and obviously to measure a venture's performance against these objectives is relevant. But it is not the only basis for measuring results. Anderson (1990) argued that IJVs should be measured primarily as stand alone entities seeking to maximise their own performance, not the performance of parents. Further, encouraging the IJV to stand-alone promotes harmony among the partners and increases the chance of survival and prosperity (Geringer and Hebert 1991) . Other researchers argue that using only the IJV entity to assess IJV performance represents an incomplete method for assessing performance (Lee and Beamish 1995, Yan and Gray 1994) . Since IJVs are jointly owned, it is reasonable to examine whether both parties (local and foreign) are satisfied with performance.
A number of researchers also argue that more than one perspective on IJV performance is required to increase confidence in the findings and for an IJV to be considered successful it needs to be rated as being successful by more than one partner (Yan and Gray 1994) . The theoretical perspective adopted in this study supports the view of Anderson (1990) that IJVs should be assessed as stand alone entities which is why overall assessment of performance, economic performance and strategic market outputs as a measure of performance were assessed separately (Yan and Gray 1994, Zou et al. 1998) . However, as data in this study was only collected from senior management of the IJV entity itself and neither the local or foreign partner's perception of performance were considered, this represents a major limitation of the study.
Implications for future research
Several useful directions for future research can be suggested. Firstly, to test the stability of the factor structures developed here across other samples. Secondly, to study a more comprehensive sample from the service sector. Finally, to study the foreign partners' point of view. A logical extension of this research would be to test the stability of the factor structures developed in this study on the basis of a sample of IJVs based in other ASEAN Countries e.g., Indonesia, Malaysia, Singapore and The Philippines. A high similarity between the factor structures obtained from the replication study and those obtained from the present one would indicate that the factor structures of this study are stable across different national settings contributing to the establishment of reliable scales that can be used in more than one national setting. Furthermore, such a finding would encourage international researchers to use similar measurement instruments and compare findings across national settings leading to a more systematic development of international joint venture marketing performance theory.
The population of IJVs included in this study consists almost entirely of firms engaged in the agricultural, manufacturing, processing and extraction industries. Only 7 firms out of a total of 161 in the sample were from the service sector. It would be a useful contribution to the IJV literature if a similar study were conducted on a sample of IJVs engaged only in the service sector in Thailand. Service sector firms that enter into IJV agreements with some frequency in Thailand are banks, insurance companies, finance companies, travel agencies, airlines, hotels, and advertising agencies.
Finally, this study approached the issue of IJV marketing performance in Thailand from the IJV entity's point of
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view through the eyes of the Managing Director. It can only be anticipated that the salient factors identified here are versatile enough to remain stable if a similar study based on the responses from the foreign partners were conducted. Whether or not the factors are stable in this respect is an empirical question, and an important and interesting one. All of the items used in this questionnaire can be used in such a study and it is important to validate that the foreign partner's perception of marketing performance is similar to that of the IJV entity.
Conclusions
The primary objective of this study has been to furnish empirical evidence on four principal issues. Firstly, the key determinants of IJV marketing performance; secondly, their relative significance; thirdly, the measurement of marketing performance of IJVs as opposed to overall business performance; and finally, the importance of market orientation to IJV marketing performance. The study accomplishes all objectives with a reasonable measure of success. It makes both exploratory and confirmatory contributions to the IJV literature. It identifies a few variables that have previously remained, at least empirically, mostly obscure (e.g., market characteristics and market orientation). New evidence has been produced confirming the salience of previously identified constructs (e.g., organisational synergy -a composite variable comprised of conflict, commitment and control). This study, unlike many others in this area, seeks to identify and examine the relationships between the most salient variables and marketing performance in a single but comprehensive way.
This study cannot rule out the existence of other dominant variables. For example, the level of trust between the partners, partners' needs and partners' contributions (Fey 1996, Lee and . It also cannot claim that the scales that have been developed here are stable across time or samples. The strength of a study of this type lies in the validity or substance of the variables measured through the survey and in uncovering some of the key variables that contribute to success.
